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Recently, the importance and problems of mobile communications channel 
have been exposed gradually in rapid development of business in mobile 
communication expertise (all the mobile communications operators, including China 
Mobile, China Unicom and China Telecom). As a result, communication operators 
begin to consider problems of establishment, maintenance and management of 
channels, and conduct useful trial according to regional characteristics. Based on 
market competition environment, the subsidiary company of China Mobile in Q 
region (Q company) tries to reform in the establishment of channel management 
system. However, because of the rapid development of mobile communications 
channel and the launch of new business, bottlenecks in Q company’s channel 
management system appear gradually. 
The present research focuses on channels in Q company’s physical channels, 
proposes a framework and specific ways of operation in channel construction and 
management, and provides guide for the practice of Q company’s channel 
management. Therefore, the thesis consists of the following parts: the channel 
structure of Q company, Q company’s channel management system, problems in Q 
company’s channel management and suggestions. The present researcher aims to 
uncover common problems in current channel management of China Mobile, via 
examination on Q company’s channel management system. 
The present researcher suggests that channel management system not only 
attends to categorization of social channels, social channels loyalty, and size of new 
customer development, but also makes channel integration and optimization, and 
innovation of mechanism on the basis of the cultivation of organizational culture, 
the perfection of incentives and information technology implications of channels, 
and what’s more, summaries the channel management framework and system which 
are suitable for the ever-changing mobile communications market, by learning from 
the theoretical system and practice of channel management. 
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第一章  绪论 
 1
第一章  绪论 
第一节  通信市场渠道管理综述 
营销组合是现代营销的主要概念之一，所谓营销组合是指企业为了在目标
市场达成预想的营销成效而混合采用的一组可控制的战术营销手段。科特勒把



















2009 年 10 月全国通信业发展
统计公报显示：2009 年 1－10 月份，全国电话用户（包括移动用户和固话网用
户，下同）净增 6931 万户，总数突破 10 亿户，达到 105091.4 万户；移动电话
















用净增 8829.2 万户，达到 7.30 亿户。 
 
图 1. 2007-2009 年固定电话用户各月净增比较 
 
数据来源：中国工业和信息化部网站 2009 年 10 月全国通信业发展统计公报。 
 
（一） 固定电话用户。10 月份，全国固定电话用户减少 237.4 万户，达
到 3.21 亿户。1-10 月份，固定电话用户累计减少 1898.2 万户，其中，城市电
话用户减少 1423.3 万户，达到 2.17 亿户。农村电话用户减少 474.9 万户，达
到 1.04 亿户。固定电话用户中，无线市话用户（俗称小灵通，下同）减少 1776.6
万户，达到 0.51 万户，在固定电话用户中所占的比重从 2008 年底的 20.2%下
降到 15.9%。 
图 2. 2006-2009 年移动电话用户各月净增比较 
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